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Abstract 
 
The purpose of this paper is analyse potential expansion of Kofola ČeskoSlovensko, a.s. 
to Germany and provide recommendations depending on research and literature. Author 
will analyse soft drink industry and business potential in Germany.  
 
Abstrakt  
 
Účelem této práce je analyzovat potenciální expanzi Kofoly, ČeskoSlovensko a.s. do 
Německa a poskytnout doporučení na základě výzkumu a literatury. Autor bude 
analyzovat odvětví nealkoholických nápojů a podnikatelský potenciál v Německu.  
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1. Introduction 
 
Ever since the German market opened its doors for the Czech Republic after the Velvet 
Revolution, Czech companies got access to the international market including to 
Germany which is one of the richest countries in the world and moreover is very close to 
the Czech Republic.  
Kofola ČeskoSlovensko a.s. is very successful Czech company. The company operates 
in the soft drink industry. The most popular beverage of the company is Kofola. This 
beverage was crated for the purpose to replace inaccessible western cola drinks, such as 
Coca-Cola and Pepsi. Nowadays Kofola ČeskoSlovensko a.s. is the largest competitor of 
Coca-Cola and PepsiCo in the Czech Republic. The company has successfully expanded 
to numerous of European countries close to the Czech Republic. Next strong and stable 
country with lot of potential customers is Germany. Germany is bordering with Czechia 
and represents great business potential for companies from the Czech Republic. Overall 
according to Simoes (2016), the most important foreign partner for Czechia is Germany.  
Therefore the main aim of this work is to examine the business potential of Kofola 
ČeskoSlovensko a.s. in Germany and provide recommendations depending on research 
and literature. In order to achieve this main aim, the author will analyse the soft drinks 
industry and business potential in Germany.  
The method how data was collected by the author are based on secondary research of 
quantitative and qualitative data. This data are applied in the academic framework.  
This paper is structured into ten parts. First is the introduction. In the second part the 
theoretical framework is critically observed by literature review. Thirdly, the profile of 
the company is presented. In the fourth part the macroeconomic environment of Germany 
is analysed. An analysis of the microeconomic environment is presented in the fifth part. 
Marketing mix (Price, Place, Product and Promotion) is presented in the six part. The 
seventh discuss key success factors. SWOT analysis is illustrated in the eight part.  The 
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evaluation and recommendations are made in the least but one section. Than the 
conclusion is summarized as the final part.  
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2. Theoretical Part (Literature Review) 
 
2.1. The Global Marketplace  
 
Every company, small or large, face challenge of globalization. Firms usually do not pay 
so much attention to international trade when the domestic market is large enough and 
have a lot of opportunities. The domestic market is much safer. Companies do not need 
other languages, face different currencies, deal with political and legal uncertainties, and 
understand different customers. Companies must deal with changing business 
environment and they cannot afford to ignore global market. Countries all around the 
world operate with each other (Kotler et al., 2004). 
The main purpose for starting activities in a different country is usually the access to new 
markets and the sales opportunities which are given by market at the foreign countries. 
When the local market is oversaturated, which is in to a greater extend in case for the 
industrialised countries of the USA, Japan, or Western Europe, growth of the company 
can be managed through foreign sales. In the case that seeking of the market is the main 
motive, different countries are chosen by the possible sales which are interesting for the 
company. The criteria, how countries are selected, are for example: size of the market, 
market growth, quantity and strength of interesting customer segments demand of the 
services and products of the organization (Morschett, Schramm-Klein, and Zentes, 2015).  
In the case the companies do not take steps towards internationalising they increasing risk 
being shut out of growing worldwide market. Companies that have not moved from 
domestic market may not only lose their possibilities to successfully enter other markets, 
but also risk lower sales in comparison with companies who have entered international 
market. Necessity for firms to enter abroad is bigger today than in the past, so are the risk. 
Firms who have decided to go global face several problems. High debt, inflation and 
unemployment, unstable governments and currencies in a lot of countries leads to many 
risks (Kotler et al., 2004).  
New market seeking objectives are not automatically associated with international 
production; they can also be achieved by production in a home-country and exported to 
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the foreign country. Whilst export of goods may be used to exploit surplus production 
capacity in the domestic country, and is in the most cases less risky and may be performed 
with lower investment. Entry to a different market is not always simple and knowledge 
of the foreign market is generally lower than that of a home country. Increasing 
knowledge about market in time and enhance control over activities helps to company be 
more competitive on the market. Next large motive for internationalisation is efficiency 
seeking. The purpose is to increase overall cost efficiency of the multinational corporation 
and utilize specific location benefits for specific activities. Efficiency seeking can be also 
reached by economies of scaly by increasing production. Effectiveness may be also 
increased by lower labour costs in the country, which vary immensely, even within 
Europe, likewise absolute wages, and differences in the productivity also need to be 
considered. Next selection criteria for efficiency seeking are distance to relevant markets, 
possibility to integrate the manufacturing process in the organization´s overall cross-
border manufacturing processes, and accessibility of good and efficient suppliers 
(Morschett, Schramm-Klein, and Zentes, 2015). 
There was many changes in the world of business in the last decade and lot of changes 
had large impact on the marketing research industry. Companies have to predict what 
these changes can mean for their business. Firms should be aware what services to offer 
or products to make, they must know to do most effective advertising, what market are in 
growing trend or declining trend. Quick change means that yesterday’s information is not 
as useful as today’s information (Burns, BushSinha [no date]).  
Running business in a local market is easier and safer. Companies do not need other 
languages and laws, deal with legal and political uncertainties, face unstable currencies, 
or change their products to satisfied different needs and expectations of customer. 
Therefore successful companies must compete on a worldwide basis. Firms may find out 
foreign market that present higher profit possibilities in comparison with domestic 
market. Domestic market can be decreasing so companies enlarged customer base for 
purpose to reach economies of scale. When a company diversifies into other markets it 
reduce risk. The firm should weigh several risk and answer a lot of questions before going 
abroad. The firm should understand the buyer behaviour of customers in foreign countries 
(Kotler et al., 2004).  
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2.1.1 Deciding Which Markets to Enter 
 
The firm should determine its international marketing objectives and policies. Is should 
characterize what quantity of foreign sales it desires. Firm have to also make decision 
about what type of country to enter. Market possibilities in the country depends on the 
geographical factors, product, income and population, political climate and other factors. 
Lot of new markets offers both substantial opportunities and daunting challenges. 
Countries can be rank according few factors, such as cost of doing business, market size, 
competitive advantage, market growth and risk level. The aim is to find out the potential 
of each market and determine which markets offer the best long-term return on investment 
(Kotler et al., 2004). 
 
2.1.2. Deciding How to Enter the Market  
 
In case that the company has made decision to enter the foreign country, it should decide 
the best mode of entry. Choices are joint venturing, exporting and direct investment. 
According to Kotler, exporting is the easier way how to enter a foreign market. In the 
case companies have some surpluses they can export them. Or they can actively decide 
to expand production in order to enter particular market. In both cases, the form 
manufacture all its goods in its domestic country. Company´s products may be 
transformed to suit better in foreign market (Kotler et al., 2004).  
 
2.1.2.1 Indirect Exporting 
 
Firms usually start with indirect exporting, operating via independent international 
marketing intermediaries. Indirect exporting needs less investment and require less risk 
(Direct and indirect exporting, 2013).  
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2.1.2.2 Direct Exporting 
 
If companies manage their own export they can eventually move into direct exporting. 
Possible return is somewhat greater in this strategy, but so are investment and risk. 
Examples of direct exporting are: companies can establish export department to perform 
export activities or firm may send home-based employee abroad in order to find business 
or the firm could perform its exporting by foreign-based distributors (Direct and indirect 
exporting, 2013).  
 
2.1.3 Deciding On the Global Marketing Programme 
 
Every marketing programme for foreign market should by precisely planned. First must 
be determined exact customer target. Companies have to make decision how to use 
company´s marketing mix to local situation. On one hand there are firms that use a 
standardised marketing mix all over the world, selling the very same products and using 
the identical marketing approaches all over the world. On the other hand companies adjust 
the marketing mix elements for every market separately. Kotler (2014) describes 
marketing mix as follows: 
 
2.1.3.1 Product 
 
There are three possible product strategies. First one is Straight Product Extension which 
means marketing a product in a foreign market without any changes. This strategy was 
accepted by companies as Coca-Cola, Heineken beer, Philips shavers, etc. Straight 
extension is attractive for companies because it does not require additional product-
development cost, changes in manufacturing or new promotion. But this strategy can cost 
a lot of money from longer perspective.  Second strategy is Product Adaptation, it include 
necessary changes of product according local wants or conditions. The last one is Product 
Invention, it means create completely new product for the foreign market.  
 
 
 
17 
 
2.1.3.4 Promotion 
 
Firms may also adopt the same promotion strategy in foreign countries or make it 
different for each local market. For example colour of the packaging can by changed to 
avoid taboos in foreign country, advertising phrases and brand names may have hidden 
inappropriate meaning in other countries. Some firms adopt a strategy of communication 
adaptation, absolutely adapting their advertising techniques or messages to foreign 
markets.  
 
2.1.3.3 Price 
 
Firms can confront some obstacles in the term of setting their international prices. Firstly, 
firms can face a price escalation obstacle they should calculate tariffs, cost of 
transportation, wholesale margin importer margin and retailer margin. As a result, the 
product can have two times or more higher profit in different countries. Next obstacle is 
about setting a transfer price – that is, the amount of money that a firm charges for goods 
that it ships to its foreign subsidiaries. 
 
2.1.3.4 Distribution Channels 
 
The international firm have to take a whole-channel view of the obstacle of providing 
products to final customers. This links are, the seller´s headquarters organisation, second 
are channels between nations, and third the channels within nations. This channels within 
nations vary greatly from country to country.  
 
2.1.4 Deciding On the Global Marketing Organisation 
 
The crucial success for every marketing strategy is the company´s capability to implement 
the chosen strategy. Successful implementation of strategy can face several difficulties. 
International marketing activities may be managed with three different ways. A lot of 
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firms first establish as described by McKern (2003), an export department, then create an 
international division and lastly become a global organisation. 
 
2.1.4.1 Export Department 
 
A company usually starts international business by exporting its goods. In the case the 
international sales are successful, the firm organises an export department. 
 
2.1.4.2 International Division 
 
Companies can create an international division. Firm can export to one country, have a 
joint-ownership in another, license to third and be owner of a subsidiary in a fourth.  
 
2.1.4.3 Global Organisation 
 
In the case companies have passed beyond the international division they become real 
global organisations. In the twenty-first century, the firms have to start being global if 
they want to compete successfully. 
 
2.2 Marketing  
 
2.2.1 Marketing Definition 1 
 
The American Marketing Association offers detailed definition: “Marketing is the 
activity, set of institutions, and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, and society at 
large” (Burns and Bush, 2013)  
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2.2.2 Marketing Definition 2 
 
“The marketing concept is a business philosophy that holds that the key to achieving 
organizational goals consists of the company being more effective than competitors in 
creating, delivering, and communicating customer value to its chosen target markets” 
(Burns and Bush, 2013). 
A marketing strategy consists of selecting a segment of the market as the company’s 
target market and designing the proper “mix” of product/service, price, promotion, and 
distribution system to meet wants and needs of the consumers within the target market. 
Right strategy must allow to company meet the needs and wants of the consumers in the 
market we have chosen. A marketing strategy consists of selecting a segment of the 
market as the company’s target market and designing the proper “mix” of product/service, 
price, promotion, and distribution system to meet the wants and needs of the consumers 
within the target market (Burns and Bush, 2013).  
Marketing is very misunderstood subject in business because firm´s think that marketing 
is here to help manufacturing get rid of the firm´s products. The fact is the reverse, the 
manufacturing is here to support marketing. Marketing ideas and offerings is what makes 
prosperity of company. Marketing is a systematic process about figuring out to produce, 
how to bring a product to the attention of customer´s, and how to provide easy access for 
it (Kotler 2003).  
Marketing is described by Kotler as “Marketing is not the art of ﬁnding clever ways to 
dispose of what you make. Marketing is the art of creating genuine customer value. It is 
the art of helping your customers become better off. The marketer’s watchwords are 
quality, service, and value.” The next definition described by Kotler is “marketing is the 
business function that identiﬁes unfulﬁlled needs and wants, deﬁnes and measures their 
magnitude and potential proﬁtability, determines which target markets the organization 
can best serve, decides on appropriate products, services, and programs to serve these 
chosen markets, and calls upon everyone in the organization to think and serve the 
customer.” (Kotler 2003). 
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2.2.3 Market 
 
Market is defined as amount of actual and potential buyers of a product. These consumers 
have a specific needs or wants that may be satisfied by exchanges and relationships. The 
size of the market is determined by amount of consumers who exhibit the need, have 
resources for exchange and are willing to pay for products or services. Exchange process 
needs work. Companies have to search for buyers, determine their needs, create products 
and services, promote them, store them and deliver. Part of the marketing activities are 
development of a product, research, communication, distribution, pricing and service. 
Exchange is the process of getting a desired object from someone who offers this desired 
object. Exchange is essential concept used in marketing (Kotler et al., 2004).  
 
2.2.4 Marketing Research 
 
Purpose of marketing research is that companies need more information to make right 
decisions. Essential information open access to new ideas about how to provide goods, 
and services properly. Purpose of the market research is to design, gather, analyse and 
report information which are determined to solve some specific marketing issue. Outcome 
of the marketing research is report that may be used to solve a marketing problem, such 
as determining efficient advertising media or identifying price (Burns and Bush, 2013). 
2.2.4.1 Types of Marketing Research 
 
Burns and Bush (2013) described marketing research in five steps: 
2.2.4.1.1 Selecting Target Market – For marketing research is important to determine the 
size of market segments. Companies want to know if market is growing or shrinking and 
how strong competitors are in the market. Not the firms have to estimate how well its key 
competencies will allow it to satisfy the segment´s demand.  
2.2.4.1.2 Product Research – Companies which are successful are persistently looking for 
new products and services. They are aware of rules of the product life cycle.  
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2.2.4.1.3 Pricing Research – When a new products is created or new market is entered, 
companies use research to determine the “value” consumers see in the new product.  
2.2.4.1.4 Promotion Research – As companies spend a lot of money on promotion, they 
want to be aware how effective those expenditures are for advertising, sales, and 
promoting. 
2.2.4.1.5 Distribution Research - companies are trying to find the best channels to get 
their product to consumers. 
 
2.3 External Environment  
 
The company´s first step in the process it to examine its internal and also external 
environment. The goal of this analysis is to determine the firm´s capabilities, resources, 
and essential competencies which are the source of firm´s strategic inputs. Productive 
industry analyses are results of precise study and interpretation of data and information 
acquire from numerous sources. As a result of globalization, worldwide market and 
rivalries have to be part of company´s analyses (Hitt, IrelandHoskisson 2007). Without 
this precise analysis, companies may not have necessary information for making the best 
decisions possible (FrynasMellahi 2011). For appropriate understanding of the external 
and internal environment is crucial for companies to understand the present and forecast 
the future. Based on this information, the company can develops its vision, mission, and 
formulates its strategy (Hitt, IrelandHoskisson 2007).Before a company can decide 
whether or not to start business in different country, a company have to understand the 
international business environment. Kotler (2004) describes economical, political-legal, 
cultural and technological environment as follow:  
 
2.3.1 Economic Environment 
 
Companies should study economic environment of specific country. There are two 
economic factors which show attractiveness as a market:  industrial structure and income 
distribution of the country. The first one, the country’s industrial structure represent its 
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product and service needs, level of income and employment levels. The second one is 
income distribution. Income distribution reveals what percentage of individual are at 
various wage levels information that can reveal more about overall wage patterns than 
average income can.  
 
2.3.2 Political-Legal Environment  
 
Countries are different in the terms of political-legal environments. From this perspective 
should be considered attitudes towards international buying, government bureaucracy, 
political stability and monetary regulations. From the point of view the attitudes towards 
international buying, some countries are quite open to companies from different country, 
and others are more antagonistic. Government bureaucracy is the degree to which the 
domestic government provide adequate system for helping foreign firms: for example god 
market information, customers handling, and other factors. From the perspective of 
political stability is necessary to take into account possible government changes. There 
are potential threats: firm´s property can be taken by government, currency holding may 
be blocked, or new duties or import quotas can be set.  
 
2.3.3 Cultural Environment  
 
As Kotler (2004) stated at his work, “Culture is deﬁned simply as the learned distinctive 
way of life of a society. The dimensions of culture include the social organisation of 
society, religion, customs and rituals, values and attitudes towards domestic and 
international life, education provision and literacy levels, political system, aesthetic 
systems (e.g. folklore, music, arts, literature) and language”. Each country is more or 
less different. They have their own traditions, taboos, and cultural norms.  
 
2.3.3.1 How Culture Impacts Marketing Strategy 
 
Firms should analyse the ways consumers in different countries think about and use 
specific products and services before planning a marketing programme. The way how to 
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succeed in the international market is by understanding a country´s behaviours, 
preferences and cultural traditions. Building cultural empathy helps firms to avoid 
embarrassing situations and to take advantage of cross-cultural possibilities.  
 
2.3.3.2 The Impact of Marketing Strategy On Culture 
 
There can be impact from both sides. A culture can influence a company and a company 
may influence culture. Some critics stated that tern “globalisation” is not more than 
“Americanisation”. They are convinced that consumers around the world are influenced 
by the American culture and lifestyle, countries lose their cultural identities.  
 
2.3.4 Technological Environment  
 
The technological environment is probably the most dramatic force. Technology has 
introduced such wonders as organ transplants, penicillin, notebook computers and the 
Interne. It has also introduced such threats as chemical weapons, nuclear missiles and 
assault rifles, and such fantastic things as cars, motorcycles and televisions. The 
technological environment is changing rapidly. Every new technologies crate new 
markets and opportunities. And every new technology replace an older technology. Firms 
that fail to anticipated and keep up with technological changes soon find their products 
outdated. 
 
2.4 Internal Environment 
 
2.4.1 Porter Competitive Strategy 
 
Reason for competition in the market is not matter of coincidence nor bad luck. More 
likely, competition in a market is rooted in economic structure. Position of competitors 
in a market is determined by five basic competitive forces. Companies can determine 
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profit potential for particular market which is measured from long-term perspective and 
invested capital. Not all markets have the identical potential (Porter, 1998). 
The aim of the competitive strategy for a companies is to identify position in the market 
where the firm can efficiently compete. Knowledge of the competitive position of the 
company in the market helps identify its strengths and weaknesses (Porter, 1998). Five 
basic competitive forces are described by Arline (2015) as follow:  
 
2.4.2 Porter´s Five Forces Model 
 
 
 
The table was created by author of this paper. 
 
2.4.2.1 Competitive Rivalry 
 
This force observes how strong the competitors in the market are. This is determined by 
the quantity of current competitors and how advantageous is their position in the 
marketplace. Large conflict among competition is high when there is only small amount 
of businesses equally selling a product or services, when the concrete industry is 
Competitive 
rivalry
Bargaining 
power of 
suppliers
Threat of 
new 
entrants
Threat of 
substitute 
products or 
services
Customers
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expanding and when customers may effortlessly switch to different company offering 
lower cost. In the case the rivalry among competitors is high, price and advertising war 
comes to the play.  
 
2.4.2.2 Bargaining Power of Suppliers 
 
This force uncover the power of companies´ suppliers and how it can influence the 
business´s profitability. The companies should be aware of the number of suppliers. In 
the case there is a small number of suppliers, they have big power.  Power of the buyers 
is low in the case the customers purchase products in small numbers and the company 
product is very dissimilar from any of its competitors. 
 
2.4.2.3 Threat of New Entrants 
 
This force analyse how simple or difficult it is for competitors to start new business in the 
certain marketplace. In the case there is not big obstacle to join new market, the 
companies should be aware of greater risk. Barriers for the entry comprise total cost 
advantages, economies of scale, access to inputs and well-recognized brands. 
 
2.4.2.4 Threat of Substitute Products or Services 
 
This force analyse how simple it is for customers to change one company for another. It 
depends on number of competitors, the price of competitors and quality of their products 
and services. 
 
2.4.2.5 Consumer Power  
 
This part depends on how easy it is for customers to drive down prices, or improve the 
quality for the same price. This usually reduce profit for a company. One of the crucial 
factor is number of customers. The smaller the amount of consumers, the greater their 
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power is. The size of customer´s order is also important. In general, the largest volume of 
orders, the greater the bargaining power of customers. 
 
2.5 Relationship Marketing 
 
Firms should leave product and selling philosophy and take a step towards marketing 
philosophy. Satisfying consumers is not easy task. Firms fail to deliver the services they 
pledge or fail to accomplish what consumers anticipate. In these days, if companies fail 
to provide adequate product and service quality, they will probably lose consumers to 
competitors. Relationship marketing means creating, maintaining and enhancing durable 
relationships with buyers and other participants. Relationship marketing has started to by 
long term oriented. Marketers also measure success in long- term perspective (Kotler et 
al., 2004). 
  
2.6 Customer Retention 
 
In the past, the market was growing so fast that the firm did not care about satisfying its 
buyers. A firm loosed 100 buyers a week but gain next 100 buyers. The philosophy of 
these companies was that there will be always enough customers to replace the old ones. 
In these days companies should make effort to keep as many customers as possible. The 
organisation have to measure its retention rate than identify what causes this defection 
and determine which of these can be reduced or eliminated. There is not much to do in 
case of consumers who leave the region or these who go out of business. But a lot of can 
be done in the case of consumers who leave because of low quality products, unsatisfying 
services, or very high prices (Kotler et al., 2004).  
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2.6 SWOT Analysis 
 
SWOT is an acronym for Strengths, Weaknesses, Opportunities and Threats. It is tool for 
better understanding of external and internal factors of the business (How to Do a SWOT 
Analysis Perfectly, 2015).  
Strengths – Positive factors of company´s business are described by Strengths. These are 
usually under control of a company. Strengths are also considered as an internal factors  
Weaknesses – Weaknesses are also considered as internal factors. Even if they are under 
control of the company, these factors somewhat detract from performing at an optimum 
level. It can be for example: unskilled labours, poor location of business, lack of 
technologies, and so on.  
Opportunities – Opportunities may be also called as positive external factors. These 
factors are beyond control of a company. Opportunities indicate potential of the business.  
Threats – threats are mostly factors which can put company´s business in to the danger. 
It helps determine possible threats that may arise. Threats are classified as external factors 
so company does not have control over it.  
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3 Practical Part 
 
All methods, concepts and indicators, introduced in the theoretical part, will be applied 
in the practical part of this work. The macroeconomic environment and microeconomic 
environment is examined in this part. Tools used in this section are: PEST Analysis 
(political, economic, socio-cultural and technological factors), business indicators 
(Business Confidence, Competitiveness Index, Corruption Index, Ease of Doing 
Business, GDP, GDP per capita, Long Term Unemployment Rate, Real Wage Growth 
and Interest Rate), Porter´s five forces (consumer analysis, current competitors, threat of 
substitutes, suppliers of Kofola and threat of new entrants), Marketing mix, Key Success 
Factors and finally SWOT analysis (strength, weaknesses, opportunities and threats). 
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3.1 Profile of the Company 
 
Name:    Kofola ČeskoSlovensko a.s. (in the text just “Kofola, a.s.” )  
Date of registration: 12 September 2012 
Registered office: Nad Porubkou 2278/31a, Ostrava, 708 00, Czech Republic 
Identification number: 24261980 
Recorded in:  Commercial Register kept by the Regional Court in Ostrava, 
section B, Insert No. 10735 
Webside:  http://www.firma.kofola.cz a 
Phone Number:  +420 595 601 030 
 
The Kofola, a.s. is producing non-alcoholic drinks in seven production plants which are 
spread across four markets located in Eastern Europe. There are more than 1900 
employees working in the company (Jsme Kofola | Kofola [no date]).  
Apart from Kofola drink the company also produce soft drinks such as water Rajec, syrup 
Jupí, Vinea, fruits and vegetables beverage UGO, the energetic drink Semtex, and another 
traditional Czech and Slovakia brands (Jsme Kofola | Kofola [no date]). The company´s 
portfolio involve more than 30 products but the most recognised and key brand is Kofola 
(Kofola Československo a.s. Consolidated Annual Report 2015, 2015). Examples of company’s 
brands are in the table below.  
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Source file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
 
The most famous beverage was originally named Kofokola. The reason of the drink was 
to substitute world famous colas beverages (Socialističtí vědci trumfli kapitalistickou 
limonádu. Před 50 lety vznikla Kofola 2010). In standardization years was this brown 
lemonade opposite of unavailable Cocal Cola (Kratochvíl 2002). 
The Kofola beverage was created under the leadership of Zdeněk Blažek. The 
composition of the syrup are herbal extract, roots and leaves of some plants, and caffeine. 
The extract was added to raspberry syrup mixed with caramel syrup. Kofola became very 
famous at food exhibition Ex Plzeň in seventieth. After this event the name Kofola 
appeared at many events and even at some music composition (Socialističtí vědci trumfli 
kapitalistickou limonádu. Před 50 lety vznikla Kofola 2010). 
The Annual production reached 179 400 000 litres of Kofola in 1970-1972. Later 
appeared for example Citro cola and another cola beverage competitors on the market 
(Kratochvíl 2002). 
Stagnation of syrup production appeared at late eighties and early nineties (Socialističtí 
vědci trumfli kapitalistickou limonádu. Před 50 lety vznikla Kofola 2010). The situation 
had changed dramatically in 1989. A lot of new companies brought large range of 
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different variations of cola. The market was eager for west products Coca Cola and Pepsi 
Cola. In 1996 the production of Kofola reached the 26 millions of litres which was the 
historic bottom. In addition producers were not capable to flexibly respond on new plastic 
bottles (Kratochvíl 2002). Afterwards in the late nineties the Kofola rebounded from the 
bottom. Later Kofola experienced big boom in 2002 when the trademark Kofola and Kofo 
with recipe were bought by company Santa nápoje (Socialističtí vědci trumfli 
kapitalistickou limonádu. Před 50 lety vznikla Kofola 2010). With a cooperation with 
Ivax Company was launched a massive multimedia advertising campaign which returned 
Kofola back between top selling beverages on the market. The production of Kofola 
increased almost three times from 1996 to 2002 (Kratochvíl 2002). The company Santa 
nápoje was renamed to Kofola in November 2002 (Socialističtí vědci trumfli 
kapitalistickou limonádu. Před 50 lety vznikla Kofola 2010). 
Currently Kofola, a.s. took control over Slovene producer of mineral water Radenska in 
2015. Afterwards Radenska acquired division of alcohol-free beverages of Croatian 
Company Badel. Kofola through Radenska also take control over brands Nara, Inka or 
Voćko. Radenska also controls distribution of brands PepsiCo in Croatia. To take control 
over Croatia brands is for Kofola, a.s. first acquisition for enter to the Prague Stock 
Exchange. Increasing strength of Kofolas’s stocks is expected after this enter. The strong 
side of the Kofola, a.s. is ability to quickly integrate brands to its portfolio and multiply 
its efficiency (Šenk 2016).  
Mission of the company is strive for love, life live, and finding new ways (Jsme Kofola | 
Kofola [no date]). 
Kofola, a.s. have vision to be number one leader in gastro and impulse in Czech and 
Slovakia, also have stabile retail, be capable to offer their beverages in a healthier form, 
and create their products with care and love (Jsme Kofola | Kofola [no date]). 
Kofola, a.s. strives to be a socially responsible company. They are trying to support 
healthy lifestyle, having a gentle approach to natural resources, protecting the tradition, 
environment, being a great neighbour, honouring business and agreements rules (Kofola 
Československo a.s. Consolidated Annual Report 2015, 2015). For accomplishments of 
Kofola, a.s. see the table below.  
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Country Successes of Kofola, a.s. 
Czechia - no. 2 player in the soft drinks market 
- 2nd most recognized brand in 2014 
survey 
- 3rd most recognized company in 2015 
survey 
 
Polis - no. 2 syrup brand 
- no. 3 cola brand 
- one of leading private label soft 
drinks producers 
 
Slovenia - no. 1 player in the soft drinks market 
in Slovenia 
- no. 1 water brand in both Retail & 
HoReCa 
 
Slovakia - no. 1 player in the soft drinks market 
in both Retail & HoReCa 
 
Source: file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
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This table shows geographical segment revenue in percentage terms. Biggest revenues 
are from Czechia, it is followed by Poland, next is Slovakia and last one is Slovenia.  
 
The table was created by author of this work. 
Source: file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
 
There was quite significant decrease in revenues from sales in Poland in comparison year 
2015 with 2014. According to annual report 2015, this decrease was because of lower 
sales of private labels and lower sales in the traditional channel (Kofola Československo 
a.s. Consolidated Annual Report 2015, 2015). Biggest increase of revenue was recorded 
in Slovenia market.  
 
36,7
22
32,1
7,3
1,9
Geographical segment revenue in %
Czech Republic Slovakia Poland Slovenia Export
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The table was created by author of this work. 
Source: file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
 
The activities of the company is focused on the production of beverages in four key 
categories: carbonated beverages (such as Kofola beverage), non-carbonated beverages, 
bottled water and syrups (Kofola Československo a.s. Consolidated Annual Report 2015, 
2015). Most revenues are coming from carbonated beverages. Water is at the second 
position followed by syrups and non-carbonated beverages.  
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The table was created by author of this work. 
Source: file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
 
 
There is 6.7% revenue drawdown in the carbonated beverage category from 55.5% in 
2014 to 48.8% in 2015. The largest increase was observed in waters category. The waters 
revenue increased by 5.3% from 20.5% in 2014 to 25.8% in 2015. For the graphical 
illustration please see table below. According to annual report 2015, a higher revenue 
from sales of water increased because the acquisition of Radenska and revenues from 
non-carbonated beverage increased due to commencement of distribution of Rauch 
products in 2015 (Kofola Československo a.s. Consolidated Annual Report 2015, 2015). 
48,8
7,8
25,8
12,1
5,5
Product segment revenue
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The table was created by author of this work. 
Source: file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(1).pdf 
 
 
3.2 Company Progress From 2014 to 2015 
 
The company had successfully increased its revenues from 6 275 CZK millions in 2014 
to 7 191 CZK millions in 2015. The company had also successfully increased its profit 
from 290 CZK millions in 2014 to 374 CZK millions in 2015 so the profit increased by 
29%. Even shareholders may be satisfied because earnings per share had raised from 
13.16 CZK in 2014 to 16.86 CZK in 2015 (Kofola Československo a.s. Consolidated 
Annual Report 2015, 2015). 
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4 Macroeconomic Factors 
 
4.1 Doing Business in Germany 
 
The Germany has the fourth largest economy in the world. Germany is also 3rd largest 
importer and 2nd largest exporter. Germany is characterized as a country with a very high 
standard of living and social security. (Makos 2015).  Germany has more than one-fifth 
of GDP in the European Union. There are free-market principles largely followed by 
German economy (Chapter 1: Doing Business in Germany 2015). There was a lot of 
influential scientists and inventors in Germany. The country is well know because of its 
political and cultural history (Makos 2015).   
Germany has the largest customer market in the EU. Economy in Germany has developed 
significantly in recent years. The economy experienced a serious hit in the time of 
economic crisis. GDP weakened by more than 5% in 2009, the reason was a strong export 
dependency of Germany. The workforce persisted strong during the financial and 
economic crisis and continued to develop stronger in 2014. Germany has high level of 
production, greatly skilled workforce, excellent engineering, outstanding infrastructure, 
and a position in the centre of Europe (Chapter 1: Doing Business in Germany 2015). 
 
4.2 Position of Germany 
 
Germany is positioned in northern central Europe and covers  356,750 km² bordering with 
following European countries (Belgium, Austria, Czech Republic, France, Denmark, 
Luxembourg, the Netherlands, Switzerland, and Poland), it is advantageously situated in 
the middle of one the most dynamic trading sectors in the world. Germany has good 
access to the United Kingdom and Nordic countries because of the North Sea and the 
Baltic Sea in the north (Chapter 1: Doing Business in Germany 2015).  
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Source: https://s-media-cache-ak0.pinimg.com/736x/99/53/9c/99539c652c6414dd66e79cc168e96e67.jpg 
 
4.3 Germany and the Czech Republic  
 
Germany is the most important business partner for the Czech Republic.  There was about 
32,3 of overall Czech export in Germany in 2015 (Český vývoz do Německa opět rekordní 
- 1, 25 bilionu korun, 2015). At a same time, both cultures have a lot of in common. It is 
because of mutual history and geographical proximity. Germany is economically strong 
and competitive country. It is great destination for investor.  Its strong position is 
supported by innovation, research and good education.  
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Official language in Germany is German (Language in Germany, no date). According 
research just 22 percent people from Czech Republic knows German on good level but 
just 5 percent can communicate in German language without problems (Machálková, 
2010). For that reason, Czech companies can have problem to find enough skilled 
workforce to enter Germany.  Moreover lot of important information, such as legal 
regulations, etc., can be just in German language which can cost difficulties for no 
German speaking companies.   
Very close relationships are among countries of the European Union. There is free 
movement of goods and services in the EU (Volný pohyb zboží, no date).  The Czech 
Republic haven´t accepted euro as its currency yet. For that reason Czech companies have 
to still consider course development when they operate in countries of Eurozone.  
 
4.4 PEST Analysis  
 
The PEST Analysis is stool used to determine an external macro environment of a 
company. PEST is an acronym for Political, Economic, Social and Technological factors 
(PESTLE - Macro environmental analysis, 2009).  
 
4.4.1 Political Factors 
 
Germany is a democratic republic (Make it in Germany: Politics: Germany’s vibrant 
democracy, no date). The political system is followed by a system named Grundgesetz 
translated as basic law (What is grundgesetz?, no date). This system was introduced in 
the 1949 (Leicht, 2009). The political system is led by the Social Democratic Party and 
the Christian Democratic Union since 1949 (Makos 2015). The legislature, the judiciary, 
and the executive are the three parts constituting Government in Germany (Rao, 2011). 
The basic structure of the government is laid down by the Constitution of The Federal 
Republic of Germany. It determine what value system the nation have to follow. It is the 
essential source of power (Makos 2015).  
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Germany, as well as other countries where Kofola, a.s. operates, has plenty of various 
regulations and laws. They may have negative impact on business of the company (Kofola 
Československo a.s. Consolidated Annual Report 2015, 2015). 
.  
4.4.2 Economic Factors 
 
In comparison with other countries, Germany has quite low raw materials. It only has 
potash and lignite in a noteworthy quantity (Makos 2015) . The key sources of electricity 
for Germany are power plants which burn lignite (Power generation, Germany, 2016). 
For more information about sources of electricity please see the table below. Germany is 
the top producer of wind turbines and solar power technology. Majority of the other 
sources such as natural gas and oil are from foreign countries. Two-third of the energy is 
imported by Germany. (Makos 2015).  In truth, Germany is the 3rd largest energy importer 
in the word (Germany, 2013).  
 
 
The table is created by author of this paper 
Source: https://www.euronuclear.org/info/encyclopedia/p/pow-gen-ger.htm 
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According to Investopedia, “countries with primarily service-based economies are 
considered to be more advanced than countries with primarily industrial or agricultural 
economies” (Service Sector Definition | Investopedia 2010). Gross Domestic product in 
Germany was consisted from in 2015: 69% of Service, 25.8% of Production industry, 
4.7% of constructions and 0.6% of Agriculture (Germany: Share of economic sectors in 
gross domestic product (GDP) in 2015, 2016). Majority of products are in engineering. 
Largest annual international trade fairs are hold by Berlin, Frankfurt and Hanover. These 
Germany cities are also proud of metals, automobiles, machinery and chemical goods 
(Makos 2015). 
Examples of well-known global brands in Germany are Mercedes Benz, BMW, Adidas, 
Audi, Porsche, DHL, T-Mobile, Volkswagen, Puma, Schwarzkopf, and Nivea (Best 
German Brands - 2015 (Interbrand), no date).  
 
The table is created by author of this paper 
Source: http://www.statista.com/statistics/295519/germany-share-of-economic-sectors-in-gross-domestic-product/ 
 
 
 
Share of economic sectors in GDP 
Service Production industry Constructions Agriculture
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4.4.3 Socio – Cultural Factors 
 
Germany is largest EU country from the point of view of population (Living in the EU, 
2016). It can be described as a modern, multicultural country. In 2009, about 19.6% 
people living in Germany had a migrant background (Hinz, no date). About 8.2 million 
people from different countries were in Germany in 2014. Compared with 2013 the 
amount of people from different countries rose by 6.8% (8.2 million foreigners in 
Germany at the end of 2014, 2015). Multiculturalism is a huge challenge because it needs 
integration of the migrants in the society (Hinz, no date). Low fertility and aging of people 
will lead to massive shrinkage of the working-age population. There is average fertility 
rate of 1.4 children per women. On one hand the generation under 20 will decrease from 
18% in 2015 to 16% in 2020. On the other the generation 65 and older will increase from 
21% to more than 30%. Moreover there will be significant shrinkage of the working-age 
population. It decline from 61% in 2015 to 50% in 2060 (Population Ageing and Its 
Effects on the German Economy, 2015). The most essential social reference unit is still 
family. There is usually very good relationships between young people and their parents 
(Makos 2015).  
 
 
The table was created by author of this paper. 
Source: 
https://www.diw.de/de/diw_01.c.514092.de/presse/diw_roundup/population_ageing_and_its_effects_on_the_german
_economy.html 
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Sociocultural scene of Germany is reflected by local architecture, literature, music, sport 
and art. Because of fragmentation during centuries, the unique architectural styles have 
been developed in the country (Makos 2015). Sites worth of mentioning are the Abbey 
Church of St. Michaels, the Cologne Cathedral, Wieskirche – Church in the Meadow and 
Church of Our Lady in Dresden (Amondson, 2015). Germany can be proud of many 
prominent classical music composers such as Ludwig van Beethoven, Johann Sebastian 
Bach, John Denver, Johannes Brahms and Richard Wagner (Famous composers from 
Germany, no date).   
Some of the very famous artwork were made in Germany. Old traditional visual arts are 
also very famous in Germany. Some noteworthy innovations contain printmaking, 
wooden engravings, and Gothic art (Makos 2015).  
 
4.4.4 Technological Factors 
 
Germany is a world leader in innovation, IT and manufacturing industries (Germany, a 
world leader in technology, engineering and innovation, 2012). There are lot of private 
research and national laboratories in Germany. Numerous important researches and 
developments are supported by the industry (Research funding - research in Germany, 
2016). There are plenty of research locations: universities, universities of applied 
sciences, non-university institutes, companies, and Federal as well as Lander institutions 
(The German Research Landscape, 2015). Germany has contributed a lot to technology 
and science for example to chemistry, physics, consumer products and cars (Germany, a 
world leader in technology, engineering and innovation, 2012). The priorities for the 
national technology and science programs in Germany are decided by The Ministry of 
Science and Technology (Makos 2015). From the longer point of view, “research and 
innovation are alive and well in Germany, and that German scientist will continue their 
contributions to expanding knowledge and improving technology” (Germany, a world 
leader in technology, engineering and innovation, 2012). The country is the world´s 
automotive innovation hub especially after more than 125 years investing to automobile 
industry (The Automotive Industry in Germany, 2016).  
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4.5 Economic Indicators 
 
As stated in the annual report 2015, Kofola, a.s. is watching macroeconomic factors in 
the countries where the company operates. This factors are GDP, unemployment rate, 
growth of wages, and level of interest rate.  Development of the macroeconomic 
environment may influence consumers ‘behaviour and spending patterns, which can 
consequently have impact on sales of the company´s products. In addition new sources 
of financing, extension of short-term credit facilities or the possibility to obtain new 
facilities to finance investments may by influenced by policies adopted by the central 
banks and governments of the countries (Kofola Československo a.s. Consolidated 
Annual Report 2015, 2015). 
For the reason that company consider knowledge of economic indicators important, the 
indicators are analysed and graphically illustrated in this part of the paper.  
 
4.5.1 Business Confidence  
 
It is an economic indicator which shows the quantity of optimism or pessimism that 
business managers sense about the prospects of their organization. It as well provides an 
outline about the state of the economy (Business Confidence Definition from Financial 
Times Lexicon [no date]).  
Average value of Business Confidence in Germany was 101.71 from 1991 until 2016. 
The highest value 115.40 was reached in February of 2011 and a maximum low of 84.60 
in December of 2008. This Business Confidence in Germany is announced by IFO 
Institute.  The IFO Business Climate Index examined in Germany shows entrepreneurs´ 
view about present business position and what they expect for the oncoming six months.   
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4.5.1.1 Business Confidence – Forecast 
 
From the long point of view the Ifo Business Climate Index is expected to be 106.10 in 
2020, according to Trading Economics global macro models and analysts’ expectations. 
Appendix (Germany | Economic Indicators 2016). 
 
This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/business-confidence 
 
4.5.2 Competitiveness Index 
 
Competitiveness indicate the capability of the government to achieve prosperity for its 
inhabitants. The great economy in the world may be described as the economy which has 
achieved large levels of competitiveness (Imd.org, 2016). 
The Global Competitiveness Index is the instrument for assessing a potential growth of 
the country. It give look into the comparative advantages of each country (Reut-
institute.org, n.d.). 
As reported by the World Economic Forum, Germany reached 5.53 points out of 7 on of 
Global Competitiveness Report in 2015-2016. Competitiveness Index in Germany 
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average reached 5.46 Points 2007-2016. The highest point was reached in the height of 
5.53 Points in 2016 and the absolute low of 5.37 Points was reached in 2010. 
 
4.5.2.1 Competiveness Index – Forecast  
 
From the long term perspective, the Germany Competitiveness Index is expected to trend 
approximately 5.46 Points in 2020 (Germany Economic Indicators 2016). 
 
 
This table was created by author of this paper.  
Source : http://www.tradingeconomics.com/germany/competitiveness-index 
 
4.5.3 Corruption Index 
 
Corruption Index evaluate countries based on how corrupt their public and private sector 
is observed to be. Corruption can be defined as the abuse of entrusted power for private 
gain. It covers both the political and administrative features of corruption (Corruption 
Perceptions Index -- In detail 2015). 
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Corruption Perceptions Index in Germany, announced by Transparency International, 
reached 81 Points out of 100 in 2015. Average value of the Corruption Index was 79.16 
Points from 1995 until 2015. The highest level was reached 82.70 Points in 1996 and 
maximum low of 73 Points in 2002.  
 
4.5.3.1 Corruption Index – Forecast 
 
From the long-term perspective, the Germany Corruption Index should reach 
approximately 82.00 Points in 2020. This forecast is based on Trading Economics global 
macro models and analysts’ expectations (Germany | Economic Indicators 2016). 
 
This table was created by author of this paper.  
Source : http://www.tradingeconomics.com/germany/corruption-index 
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4.5.4 Ease of Doing Business 
 
The Ease of doing business index shows cooperation of individual countries with each 
other based on how the regulatory environment is managed in the terms of property 
protection rights. Countries with a high rank have simple and friendlier regulations for 
businesses (Tradingeconomics.com, 2016). 
Ease of Doing Business in Germany stayed stable at 15 from the year 2014 till 2015. The 
average value of Ease of Doing Business in Germany reached 20 from 2008 until 2015. 
The absolute high of 27 was hit in 2008 and total low of 15 in 2014. Ease of Doing 
Business in Germany is announced by the World Bank.  
 
4.5.4.1 Ease of Doing Business – Forecast 
 
According the forecast by Trading Economics global macro models and analysts 
expectations, the Ease of Doing Business in Germany is supposed to be 15.00 by the end 
of the second quarter in 2016 and it should trend around 12.00 in 2020. (Germany | 
Economic Indicators 2016). 
 
This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/ease-of-doing-business 
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4.5.5 GDP 
 
GDP shows health of a country´s economy. It indicate total value of all goods and services 
produced in a specific period of time. In the case the economy is healthy there is usually 
low unemployment a wage increases (Staff, 2005). The GDP per capita is broadly used 
when comparing one country to another because it indicates relative performance of the 
countries. The GPP per capita indicates a much better measurement of living standards 
as compared to GDP only. The GDP per capita much better indicates the economic state 
of a nation in a perspective of individual (Investopedia, 2009). 
According to Word Bank Group, the Gross Domestic Product (GDP) in Germany had 
value 3868.29 billion USD in 2014. Overall value of GDP in Germany represents 
approximately 6.24% of the global economy.  Average GDP of Germany was 1834.61 
USD Billion in 1970-2014.  The highest point 3868.29 was reached in 2014 and absolute 
low of 215.02 USD Billion in 1970. 
 
4.5.5.1 GDP – Forecast 
 
As is stated by forecast, Gross Domestic Product in Germany is supposed to reach 391.49 
USD Billion by the end of the second quarter in 2016. From the longer point of view, the 
Germany GDP is expected to trend around 4071.76 USD Billion in 2020. 
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/gdp 
 
4.5.6 GDP Per Capita 
 
The GDP per capita in Germany was last reported at 39717.70 USD in 2014 and it 
represents 314% percent of the world´s average. The average GDP per capita in Germany 
was 28937.39 USD from 1970 till 2014. The highest point was measured at 39717.70 
USD in 2014 and total low of 17463.91 USD in 1970.  
 
4.5.6.1 GDP per capita – Forecast 
 
As stated by Trading Economics global macro models and analysts expectations, GDP 
per capita in Germany is expected to trend around 41265.35 USD by the end of the second 
quarter in 2016. From the long-term point of view, the Germany GDP per capita is 
expected to be 43717.70 USD in 2020. (Germany | Economic Indicators 2016). 
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/gdp-per-capita 
 
4.5.7 Long Term Unemployment Rate 
 
The average of the Long Term Unemployment Rate in Germany reached 3.93% from 
1993 till 2015. The highest 6.30% was reached in the fourth quarter of 2004 and a 
maximum low of 1.90% in the third quarter of 2015. 
 
4.5.7.1 Long Term Unemployment Rate – Forecast  
 
According to Trading Economics global macro models and analysts expectations, the 
Long Term Unemployment Rate in Germany is expected to be 2.00 % in 2020 (Germany 
| Economic Indicators 2016). 
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/long-term-unemployment-rate 
 
4.5.8 Population in Germany 
 
The number of people in Germany was lastly reported at 81.2 million people in 2014 from 
72.5 million in 1960, growing 12 % during the last 50 years. The average number of 
population was 79.22 Million from 1960 until 2014. The highest level was 82.54 Million 
in 2003 and lowest point 72.54 Million in 1960. The number of people in Germany 
represents 1.18 % of the global society which can be interpreted as one individual in every 
85 individuals in the world is a resident of Germany.  
 
4.5.8.1 Population in Germany – Forecast 
 
From the viewpoint of forecast, the Population in Germany is anticipated to trend 
approximately 81.79 Million by the end of second quarter in 2016. From the long term 
perspective the Germany Population is expected to be 81.79 Million in 2020 (Germany | 
Economic Indicators 2016). 
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/population 
 
4.5.9 Real Wage Growth 
 
Average wage grow in Germany was 0.74% from 2007 until 2015. Highest point was 
2.70% in 2015 and record low of -1.40% in 2007. From the forecast point of view, the 
Real Wage Growth should reach 2.20% in 2020.  
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/wage-growth 
 
4.5.10 Interest Rate 
 
Germany belongs among the EU countries which adopted euro. Therefore Germany´s 
benchmark interest rate is set by the European central Bank. Highest point of 4.75% was 
recorded in 2000 and maximum low of 0 in 2016. The average value reached 2.21% from 
1998 until 2016. From the long term point of view, the Interest Rate should reach 0.50% 
in 2020 (Tradingeconomics.com, 2016). 
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This table was created by author of this paper.  
Source: http://www.tradingeconomics.com/germany/interest-rate 
 
4.6 Export and Import of Germany 
 
The table shows top biggest exporter and importer countries for Germany. The Czech 
Republic represents 2.9% of export and 4.4% of import for Germany. On the other side 
for the Czech Republic the Germany is biggest exporter and importer. There is 31% of 
export and 27% of import from the point of view of Czechia (OEC - Germany (DEU) 
exports, imports, and trade partners, 2016).  
 
Ranking  Export Export in 
% 
Import  Import in % 
1 The United States  8.6% The Netherlands  10% 
2 France  8.5% China  8.9% 
3 The United 
Kingdom  
7.1% France  7.5% 
4 China  6.9% The United States  5.4% 
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5 The Netherlands  6.0% Italy  5.4% 
Source:  http://atlas.media.mit.edu/en/profile/country/deu/ 
 
4.6.1 Germany Imports  
 
All time high of 84514.7 EUR million was reached in 2015 and record low of 346.78 
EUR Million was reached in 1950. Average of import is 23820.44 EUR Million from 
1950 until 2016. Import should trend around 78541.98 EUR Million in 2020 
(Tradingeconomics.com, 2016). 
 
The table was created by author of this paper 
Source: http://www.tradingeconomics.com/germany/imports 
 
 
84514,7
23820,44
346,78
78541,98
0
10000
20000
30000
40000
50000
60000
70000
80000
90000
Category 1
Import in Germany in millions
Absolute high Average Record low Forecast for 2020
 
 
57 
 
 
The table was created by author of this paper 
Source: http://www.tradingeconomics.com/germany/imports 
 
4.6.2 Germany Exports 
 
The highest level of 107492 EUR Million was reached in 2015 and maximum low of 
226.39 EUR Million in 1950. The average is 28420.21 EUR Million from 1950 until 
2016. Germany Exports is expected to trend approximately 98782.06 EUR Million in 
2020 (Tradingeconomics.com, 2016). 
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The table was created by author of this paper 
Source: http://www.tradingeconomics.com/germany/exports  
 
 
 
The table was created by author of this paper 
Source: http://www.tradingeconomics.com/germany/exports 
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5 Analysis of Microeconomic Environment 
 
Microeconomic environment is analysed by Porter´s model of five force (Bargaining 
Power of Suppliers, Threat of Substitutes, Bargaining Power of Buyers, Threat of New 
Entrants and Industry Rivalry).  
 
5.1 Bargaining Power of Buyers 
 
In accordance with annual report 2015, end customer preferences are evolving rapidly. 
Volume growth and share of sales may be negatively affected in the case the company 
wrongly anticipate customer preferences or fail in developing new products or product 
extensions (Kofola Československo a.s. Consolidated Annual Report 2015, 2015). 
Products of Kofola, a.s. are designed for end customers but direct customers for Kofola, 
a.s. are shops, restaurants, pubs, bars, and so on. Therefore customer analysis is divided 
into two parts. First part is focused on end customers where author analyse popularity of 
soft drinks. Direct customers of Kofola such as shops, restaurants, and so on are examined 
in the second part. 
 
5.1.1 Customer Analysis – First Part 
 
According to Annual Report of Kofola, a.s., the shopping habits of end customer have 
changed a lot during a last few years. (Kofola Československo a.s. Consolidated Annual 
Report 2015, 2015). End customers behaviour is examined in this subchapter. 
 
5.1.1.1 Global Obesity 
 
According the research from the article “We are what we eat” the half (49%) of the global 
respondents are convinced they are obese, and half (50%) have intention to lose weight.  
People seek fresh, natural and minimally processed food which include beneficial 
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components that help fight disease (We are what we eat, 2016). Carbonated soft drinks 
are considered as unhealthy. See the table below.  
Healthy Semi-Healthy Indulgent 
Water Bread Carbonated Soft Drinks 
Dairy-Based Shakes Cheese Chips 
Fruit Cereal Chocolate 
Sports Drinks Granola Bars Cookies/Biscuits 
Tea Juice  
Vegetables Popcorn  
Yogurt Pretzels  
This table was created by author of this paper. 
Source: 
https://www.nielsen.com/content/dam/nielsenglobal/eu/nielseninsights/pdfs/Nielsen%20Global%20Health%20and%2
0Wellness%20Report%20-%20January%202015.pdf 
 
The typical diet in Germany is heavy, starchy and not exactly vegetarian-friendly (Allen, 
2015). Study from 2007 showed that, Germans are fattest people in Europe (New obesity 
rankings, 2007). As reported by Global Burden of Disease Study the worldwide obese 
increased by 28% in adults and 47% in children over the past 30 years. According this 
research 2.1 billion people were obese, which was 30% of the global population. This 
research was made in 2013. As was stated in the text above the half of people is actively 
trying to lose weight. And they are doing so by making more healthful food decisions. 
Largest amount of people who are trying to lose weight relies on diet and exercise. Three 
quarter of respondents plan to switch their diet and 72% plan to exercise. Others 
respondent (11%) are trying to take diet pill/bars/shakes, 7% rely on medicine and 6% 
used different methods but they did not described it in the survey. As research revealed, 
almost 65% respondents, who had changed their diet habits to lose weight, say they are 
losing fats and 62% of respondents eating less chocolate and sugar. In 2013 almost 57% 
global respondents were consuming more fresh, natural foods in comparison with 55% of 
respondents three years ago (We are what we eat, 2016).  
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One third of global respondents are convinced that food should have lower cholesterol 
(38%), salt (33%), sugar (32%) and fat (30%) and approximately one-quarter are 
convinced that absence of high fructose corn syrup (26%) and caffeine (23%) is very 
important (We are what we eat, 2016). Consumption of vegetables in Germany has 
increased. People are providing themselves with the vitamins, minerals and diet fibres 
(Lütticke, 2012). 
German leaders are aware about weight problems in Germany and there are doing 
necessary steps to prevent it. There was a recent public debate in Germany and Europe 
on how to better inform consumers with more appropriate nutrition (English and 
Scharioth, 2011).   
 
5.1.1.2 Willingness to Spend Money for Healthier Subsidiaries  
 
As the survey shows global respondents can be divided into four buckets. The highest 
amount of people (38%) are just moderately willing to spend money for healthy food. 
Approximately one-quarter of global respondents (27%) are very willing to spend money 
for healthy food. Next category (23%) respondents who are just slightly willing and last 
category (12%) who are not willing to spend money for healthy food. Example, of 
difference between percentage of customers that say a healthy food is very essential and 
the percentage that are open to spend money for this healthy food is, 43% of global 
respondents are convinced that absence of GMOs is crucial in the food, but just 33% are 
open to spend money for these products – there is 10% point’s difference (We are what 
we eat, 2016). 
 
5.1.1.3 Age difference and Willingness to Spend Money for Healthy Food 
 
Old age and willingness to pay more for healthy food do not always go hand-in-hand. 
Although healthy foods are significant factor in purchase judgment for every age groups, 
the popularity is lowest among oldest respondent in age of 65+ (also called as Silent 
Generation).  The highest popularity reaches Millennials group (in age of 21-34), next are 
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baby boomers (in age of 50-64), than Generation X (age 35-49), and Generation Z (under 
the age 20) (We are what we eat, 2016). For graphical illustration se the table below. 
 
This table was created by author of this paper. 
Source:https://www.nielsen.com/content/dam/nielsenglobal/eu/nielseninsights/pdfs/Nielsen%20Global%20Health%2
0and%20Wellness%20Report%20-%20January%202015.pdf 
 
Willingness to spend money for healthy food also falls with age. Millennials and 
Generation Z are more open to spend money for healthy food, even those that are more 
essential to Baby Boomers and Generation X (We are what we eat, 2016). 
 
5.1.1.4 Popularity between Healthy and Unhealthy Products among Regions  
 
Highest sales of healthy products growth most in developing regions. Sales grew 20% in 
Africa/Middle East, 16% in Latin America and 15% in Asia Pacific in 2012-2014.  In 
North America, purchase of healthy alternatives grew 7% over the two years and not-
healthy categories decreased by -2%. On the other side in Europe only non-healthy 
categories grew, increasing by 1% while healthy categorises decreased by -2% (We are 
what we eat, 2016).  
0 5 10 15 20 25 30 35
Generation-Z (under 20)
Millennials (21-34)
Generation X (35-49)
Baby Boomers (50-64)
Silent Generation (65+)
AGE DIFFERENCE AND WILLINGNESS 
TO SPEND MONEY FOR HEALTHY FOOD
Very willing to pay premium % Very important in %
 
 
63 
 
 
5.1.2 Customer Analysis – Second Part 
 
The places where people spend their money for Kofola beverage and others products of 
Kofola, a.s. are mainly supermarkets, small shops, restaurants, bars and pubs. Large 
supermarkets have strong position in the market so the price negotiation may not be easy 
for Kofola, a.s. For share of discounters, hypermarkets and conventional supermarkets in 
Germany please see the table below. 
 
 
 
 
The table was created by author of this paper 
Source: https://www.gtai.de/GTAI/Content/EN/Invest/_SharedDocs/Downloads/GTAI/Industry-overviews/industry-
overview-food-beverage-industry-en.pdf?v=5 
 
As stated in annual report of Kofola, a.s. (2015), there is a visible trend of trade volume 
moving from independent convenience stores to large operator of chain stores, with an 
increasing role of discount store operators and chains of convenience stores. As a result, 
41
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15
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those chains are becoming stronger and are increasing their share in the sales of the 
company (Kofola Československo a.s. Consolidated Annual Report 2015, 2015).  
 
There is large number of bars, restaurants and pubs in Germany and their size is usually 
small. For example Berlin has more than 4,650 restaurants, around 900 bars and 190 clubs 
and discotheques (Numbers + facts, no date). For that reason these business units don´t 
have so strong bargaining power in comparison with supermarkets. Moreover Kofola, a.s. 
sponsors these business units with plastic stands, tablecloths and umbrellas with pictures 
of Kofola beverage. 
 
5.2 Main Competitors  
 
According to annual report 2015, the Kofola, a.s. operates in mature markets. Non-
alcoholic beverages industry in this market has been stagnant or slightly declining. This 
may, as stated in annual report 2015, lead to a downturn in the company sales and can 
have a material influence on the company´s finance, business and the results of operations 
(Kofola Československo a.s. Consolidated Annual Report 2015, 2015).  
 
The soft beverage market is very competitive industry which include two major players: 
Coca-Cola and PepsiCo. (Marketrealist.com, 2016). The size of these companies is many 
times bigger than the size of Kofola, a.s. 
Revenue of Coca-Cola were about 149 times bigger than revenue of Kofola, a.s. and 
revenue of PepsiCo were about 211 times higher than revenue of Kofola, a.s. On the other 
side, revenue of Kofola, a.s. increased by more than 14% from 2014 to 2015 while 
revenue of Coca-Cola and Pepsi decreased from 2014 to 2015. (Coca-Cola Annual 
Review 2015, 2015), (PepsiCo-2015-Annual Report, 2015), (Kofola ČeskoSlovensko, a.s. 
Annual Report 2015, 2015). Please see the table below. 
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All values are in millions. 
Company        Year 2014      Year 2015 Increase/decrease in 
% 
Kofola              182 209        + 14,84 
Coca-Cola 32245              31050 - 03,85 
Pepsi              46745              44202 - 5,75 
Sources: http://coca-cola-ir.prod-use1.investis.com/~/media/Files/C/Coca-Cola-IR/documents/ar15-final.pdf,  
http://www.pepsico.com/docs/album/annual-reports/pepsico-2015-annual-
report_final_s57dqszgmy22ggn.pdf?sfvrsn=0,  
file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(2).pdf 
 
 
 
The table was created by author of this paper 
Sources: (http://coca-cola-ir.prod-use1.investis.com/~/media/Files/C/Coca-Cola-IR/documents/ar15-final.pdf), 
(http://www.pepsico.com/docs/album/annual-reports/pepsico-2015-annual-
report_final_s57dqszgmy22ggn.pdf?sfvrsn=0), (file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(2).pdf) 
 
Coca-Cola had more than 256 times more assets than Kofola,a.s. in 2015. At the same 
time PepsiCo had more than 198 times more assets than Kofola,a.s. in 2015 (Coca-Cola 
Annual Review 2015, 2015), (PepsiCo-2015-Annual Report, 2015), (Kofola 
ČeskoSlovensko, a.s. Annual Report 2015, 2015).  
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Company Year 2014 Year 2015 
Kofola 172 836 000 246 239 000 
Coca-Cola 64 508 000 000 63 155 000 000 
PepsiCo 49 427 000 000 48 837 000 000 
Sources: http://coca-cola-ir.prod-use1.investis.com/~/media/Files/C/Coca-Cola-IR/documents/ar15-final.pdf 
http://www.pepsico.com/docs/album/annual-reports/pepsico-2015-annual-
report_final_s57dqszgmy22ggn.pdf?sfvrsn=0 
file://nasstudusers/2$/N0666624/Downloads/kofola-annual-report-
2015_aefcbb6e2875dad067c40bef06123c73%20(2).pdf 
 
Next key players are Dr. Papper, Monster Beverage, Red Bull, etc. These brands have 
significant market share. (Marketrealist.com, 2016). For graphical illustration about 
market share of key players please see the table below. Because of the intensive 
competition in the carbonated soft drinks industry the beverages have similar prices 
(Bailey, 2014). 
 
 
The table was created by author of this paper 
Source: http://www.statista.com/statistics/273063/leading-15-most-valuable-global-soft-drink-brands-based-on-
brand-value/ 
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5.3 Threat of Substitutes  
 
Germany is Europe’s largest market for soft drinks and alcoholic beverages (MacDougall, 
2015). Industry of the non-alcoholic drinks widely involve soft drinks and hot drinks. 
Under the term soft drinks is meant carbonated or non-carbonated water, a sweetener, and 
a flavour, and hot beverages comprise tea and coffee. The category of the soft drinks rule 
the industry and involve carbonates, juice, water in bottle, ready-to-drink coffee and tea, 
energy and sports drinks (Bailey, 2014). In 2013, the average per capita consumption of 
soft drinks reached 126 liters in Germany (MacDougall, 2015). 
Dominant category of soft drinks is managed by carbonated soft drinks. This category is 
followed by bottled water, juice, energy drinks, etc. (For graphical illustration about their 
market share please see the table below). As a substitute is also important consider 
alcoholic drinks. One of the heaviest alcohol-drinking nations in Europe is Germany. 
There was more than 1.7 million Germans dependent on alcohol and the legal drinking 
age is sixteen in Germany (Ryan, 2006).  Moreover Germany is heaviest beer-drinking 
nation right after Czech Republic, Ireland, and Swaziland (Live Science Staff, 2012), (For 
share of alcohol consumption according segments see the table below). 
 
Source: http://marketrealist.com/2014/11/guide-non-alcoholic-beverage-industry/ 
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The table was created by author of this paper 
Source: https://www.gtai.de/GTAI/Content/EN/Invest/_SharedDocs/Downloads/GTAI/Industry-overviews/industry-
overview-food-beverage-industry-en.pdf?v=5 
 
In order to maintain the strong position of Kofola, a.s. in the market, the company has 
introduced large variety of soft drinks such as syrups, waters, energy drinks, cola drinks 
and even healthy drinks like smoothies. It is necessary to clarify for what purpose 
customers buy their drinks. It can by for instance drinking regime, health, enjoy or energy. 
Detailed examination why customers buy the most successful product of Kofola, a.s. is 
in the following text: 
The reason why cola beverages are favourite is because of two stimulants: sugar and 
caffeine. Soft beverages consist significant amounts of sugar, which is a form of 
carbohydrate. Drinking of so match sugar activate hormone named dopamine, which 
cause great feeling in the brain. Caffeine, next important ingredient, stimulates the 
nervous system, and helps stay alert and awake (Marketrealist.com, 2016).  
48
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Large amount of sugar in cola beverages can be considered as advantage. As argue N. 
Avena, P. Rada and B Hoebel in their article about neurochemical effect of sugar 
addiction, “Sugar is noteworthy as a substance that releases opioids and dopamine and 
thus might be expected to have addictive potential“ (Avena, Rada and Hoebel, 2009). 
Research from New Scientist magazine revealed the 90% of North American adults have 
some sort of caffeine every day (Majithia, 2007). As stated in article from Johns Hopkins 
Medicine, 16 of 99 respondents have physical or psychological dependence on caffeine 
(USE AND COMMON SOURCES OF CAFFEINE, 2016) 50% individuals who stop 
using caffeine have severe headaches typically between 2-9 days (HRFnd, 2014). 
As was previously described in the text, awareness about a healthy diet is increasing on 
the other side the sugar addiction and caffeine dependence can have large impact on the 
purchasing behaviour of customers.  P. Murray Ph.D. argued at his article about emotional 
influence on decision-making, that the decision making is not result from rational analysis 
but is influenced by emotions (Murray, 2013). 
 
5.4 Suppliers of Kofola, a.s.  
 
The Kofola, a.s is dependent on the continued purchase of raw material. Adverse effect 
on the company financial result can arise in the case of inauspicious changes in the price 
of raw materials (Kofola Československo a.s. Consolidated Annual Report 2015, 2015).  
 
Because Kofola, a.s carries on business in the carbonated soft drink industry, the 
necessary components for its products are sugar, water, fruits, herbs, carbon dioxide and, 
glass and plastic bottles. Price changes of these components may have an impact in the 
sense of costs and revenues for the company. For instance unexpected natural disasters 
could influence sugar cane harvests and have impact on raw materials costs (Butler 2015). 
There is small scarcity of company´s supplier and the switching cost for the company is 
low. For that reason Kofola, a.s. can select its supplier simply and without any differences 
in price. Bargaining power of suppliers could be considered rather mild.  
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Kofola, a.s. also purchase its raw material from different countries for that reason changes 
in currencies have to be considered (Kofola Československo a.s. Consolidated Annual 
Report 2015, 2015).  
 
As mentioned by director of Kofola, a.s. Jannies Jamaras, the company has invested to 
the new technologies to beat the competition. This investments usually cost millions of 
crowns (YouTube, 2014). For that reason Kofola, a.s. should have reliable suppliers. 
 
5.5 Threat of New Entrants 
 
Carbonated soft drink industry has two major brands Coca Cola and Pepsi. They have 
spent millions of dollars on advertising. As an example Coca Cola and Pepsi invested 
2.58 Billion Dollars on advertising in 2000. For that reason it is very hard for new entrants 
to successfully enter the market (An Example Five Forces Analysis of Coca-Cola - 
Reportstation 2014). Carbonated soft drinks industry is highly saturated in the global 
market and new entrants can hardly benefit from the economies of scale. Furthermore, 
there is considerable knowledge barrier from the point of view of being capable to 
develop soft drinks that can efficiently compete with industry leaders such as Pepsi and 
Coca Cola (Dudovskiy 2015).  
 
As was mentioned, the cola drinks industry is highly saturated. For that reason new 
entrants will be probably focus on specific market. In the case new competitors found the 
gap in the market, customers could start buy products of this competitors.  
 
Barriers of entry in soft drink industry is high. It is because integral part of production are 
high and expensive technologies. What more, big players in the soft drink industry spend 
millions for advertising (YouTube, 2015).  
 
As was mentioned in this paper, there is an increasing awareness about importance of 
healthy eating which can attract new competitors to the soft drink industry. As an example 
may be Smoothies drinks. This products are full of vitamins and fiber (SMOOTHIE - co to 
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je a k čemu je dobré?, no date). On the other side, Kofola a.s. offers drinks such as smoothies 
and waters with vitamins and fiber (YouTube, 2014).  
 
 
5.6 Porter´s Five Forces Illustrated in the Table 
 
For better overview, main bullet points of Porter´s five forces are summarized in the tables 
below. 
  
Barrier to Entry Notes 
Investment cost - High cost 
- High capital requirements so only large 
businesses can compete 
Economies of scale available to existing 
firms 
It can be difficult for newcomers to break 
into the market and compete effectively 
especially because of lower unit costs of 
big players 
Product differentiation (including 
branding) 
There is high customer loyalty so it may 
be difficult for newcomers to enter the 
market.  
Access to supplier and distribution 
channels 
Newcomers can have difficulty to deal 
with distribution channels such as large 
supermarkets 
Retaliation by established products Threat of price war is highly probable 
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Bargaining Power of Suppliers Note 
Uniqueness of the input supplied Kofola, a.s. usually needs sugar, water and 
other not so unique inputs  
Number and size of firms supplying the 
resources 
There are many smaller suppliers with 
small market share 
Competition for the input from other 
industries 
There is great competition so the supplier 
is in a stronger position 
Cost of switching to alternative sources Cost of switching is low 
 
Bargaining Power of Customers Note 
Number of customers There is large number of customers which 
indicates lower power of customers 
Size of customer´s orders Can by high for example in the case of 
supermarkets (power of customers is 
medium) 
Is not so high for example in the case of 
pubs (power of customers is low) 
 
Number of firms supplying the product There is high number of companies 
supplying almost the same or similar 
product  
The cost of switching Cost of switching is low 
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Overall Degree of Competitive Rivalry Note 
Number of competitors in the market There are lot of competitors in the soft 
drink industry 
Market size and growth prospects Market size is high but it is market with 
low growth prospects 
Product differentiation and brand loyalty Brand loyalty for coca drinks is high 
Kofola, a.s. is trying to differentiate its 
products for example offer draft Kofola 
beverage in pubs.  
The power of buyers and the availability 
of substitutes 
Close substitutes are easily available for 
customers. For example, there is 
increasing awareness about importance of 
healthy eating so healthier beverages have 
come to the play 
The cost structure of the industry Fixed costs are high for Kofola and similar 
companies. For that reason their profit 
depends on volume. As a result there is 
strong competition in the industry 
 
 
6 Marketing mix (Price, Place, Product, Promotion)  
 
Marketing mix is introduced in this part. This business tool will examine market entry 
strategy from the perspective of price, place, product and promotion.  
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• Enter German market without any changes. 
Which is, according Kotler, the same strategy 
accepted by companies as Coca-Cola, 
Heineken beer, Philips shavers. 
(KotlerArmstrong 2006).
Product
• Soft drink industry and especially cola drinks 
industry is highly saturated. For that reason 
the company have to take into account 
prices of competitors. 
Price
• Distribution channels for Kofola, a.s. are for 
example retails, supermarkets, pubs, bars, 
restaurants. Kofola, a.s. have to choose 
different strategies in dealing with those 
units. For instance offer draft Kofola in pubs. 
Place
• Advertising phrases and television 
advertisings are very popular and well known 
in the Czech Republic. There is not so big 
cultural difference between Germany and 
Czechia for example, when comparing the 
Chinese and Czech.  For that reason, the 
spirit of these messages does not have to be 
changed for purposes of German market.
Promotion
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7 Key Success Factors 
 
 
- Germany has the fourth largest economy in the world with very high standard of living  
- Germany is very close to the Czech Republic  
- Kofola, a.s. operates in many countries and diversify its risk with this way  
- Kofola, a.s. is growing company  
- The company has experience with international market  
- Kofola, a.s. has strong competitive strategies  
- Better economy of scale because of exporting to the new market  
- There is significant popularity of soft drink industry  
- Kofola, a.s. offers large variety of products  
 
 
8 SWOT Analysis 
 
Strength and weaknesses of Kofola, a.s. and Kofola beverage will be described in this 
subchapter. Moreover opportunities and threats will be examined in this part of the work.  
 
8.1 Strength 
 
 
- Investment to new and progressive technologies  
- Large assortment of different beverages  
- The company has possibility to invest millions of crowns to its marketing activities  
- Kofola, a.s. has diversified its activities in more than one country and also the company 
diversified its products to satisfied greater range of customers.  
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- Kofola, a.s. has experience with business in abroad  
- The company has acquired strong positions in Czechia, Polis, Slovenia and Slovakia 
markets.  
- Kofola, a.s. has strong brand value  
 
 
8.2 Weaknesses 
 
 
- Investment to new technologies is expansive and may be risky  
- Language barriers have to be considered  
- Kofola, a.s. has not enough experience with the German market  
- The company may by unable to attract, retain and motivate qualified personnel  
 
 
8.3 Opportunities 
 
 
- Germany is close to Czechia  
- There is large amount of potential customers in Germany  
- There is developed and stable economy in Germany  
 
8.4 Threats  
 
 
- Currency risk have to be considered  
- It may be difficult to introduce a new product in the oversaturated and slowly growing 
market.  
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- Increase of unemployment. It can discourage people from coming for example to the 
pubs and spend money for products of Kofola, a.s.  
- Price war of existing competitors  
- Increasing popularity of tap water  
- Large consumption of alcoholic drinks such as beer.  
- There is risk and associated cost of doing business internationally  
- Increasing prices of raw material  
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9 Evaluation and Recommendations   
 
Fourth largest economy in the world is in Germany which indicate very favourable 
conditions for making business in this county. On top of that Germany has alo 3rd largest 
import and 2nd largest export and is characterized as a country with a very high standard 
of living. Kofola, a.s. can expected very positive condition for business in Germany. 
Kofola, a.s. can also expect the large number of potential customers in Germany 
especially because this county has largest customer market in the EU. Overall economic 
environment in Germany is very strong. Its workforce persisted strong during the 
financial and economic crisis and continued to develop stronger. Kofola, a.s. can safely 
rely on the strength of German economy.  
The PEST analysis stated in this paper helps us understand that Germany is a very 
advanced country. It is spending a lot of money on research and development. Their 
culture gives emphasizes in music, literature, art and sports. People in Germany still value 
family the most. It is very peaceful nation, especially to conduct business. The people are 
educated and the living standard is high. It is a great country with large potential to grow. 
Germany is strategically situated in the middle of one the most dynamic trading sectors 
in the world. It is bordering with Belgium, Austria, Czechia, France, Denmark, 
Luxembourg, Netherlands, Switzerland and Poland moreover Germany has good access 
to the UK and Nordic countries. For that reason, expansion to Germany can open doors 
for Kofola, a.s. to numerous other countries. As was mentioned in this paper, the Germany 
is the most important trade partner for the Czech Republic. For that reason, the strength 
of Germany economy has significant impact on the Czech Republic. 
Despite the fact Germany is economically strong country, there are some risks connected 
with expansion to Germany. Kofola, a.s. have to considered cultural differences, political 
and legal uncertainty, language barrier, currency differences or for example failure of IT 
system and other technological risks. 
From the point of view of soft drink industry, the carbonated soft drink category (usually 
unhealthy) is the most popular even though the awareness about importance of healthy 
eating is increasing. Therefore there is large potential to acquire large number of 
customers in the carbonated soft drink category.  
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On the other side, soft drink industry is oversaturated and very competitive. Greatest 
players in the soft drink industry are many times bigger than Kofola, a.s. Because of 
intensive competition in this industry, the beverages have similar prices. Kofola, a.s. has 
applied successful strategies how to differentiate itself from its competitors. The same 
strategies (such as draf Kofola, outstanding advertising, etc.) may be used in the German 
market to gain a competitive position.  
 
There is a large number substitutes in the market. For example water, smoothies, alcoholic 
drinks and tea. It is necessary to classify for what purpose customers buy certain drinks. 
It can be health, enjoy or energy. For example customers who are looking for healthy 
eating may appreciate smoothies drinks. Conversely customers who are dependent to 
sugar and caffeine may seek cola drinks. In any case, carbonated soft drink category is 
the largest and most popular among customers.  
 
There is strong bargaining power of large supermarkets and negotiation with them may 
cause some difficulties. On the other side, smaller businesses such as bars, pubs and 
restaurants represent better environment for negotiation.  
 
The Kofola, a.s. is dependent on the continued purchase of raw material. Changes in the 
price of raw material may have adverse effect on the company´s financial results. There 
is small scarcity of suppliers and the switching cost is low. Bargaining power of suppliers 
may be considered rather mild.  
 
Kofola, a.s. does not need to be afraid of new entrants. Companies in carbonated soft 
drink industry have spent millions on advertising and technology. Moreover biggest 
players in the industry manufacture large amount of products to reach economy of scale. 
Soft drink industry is highly saturated. New entrants would be probably focus on specific 
market. 
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The author of this paper recommends introduce Kofola beverage in Germany because of 
these reasons:  
- Kofola is the most popular and successful beverage of Kofola, a.s. 
- Kofola beverage is the part of the most favourable soft drink category 
- Kofola beverage has proved to be competitive in Czech and Slovakia markets 
- Kofola beverage contains significant amount of sugar and caffeine, which 
stimulate a brain. As stated in this paper, there is significant dependence of 
customers on sugar and caffeine, which indicate in some cases competitive 
advantage of Kofola beverage.  
- And according to Jannis Samars, the Kofola beverage is very successful because 
the company has successfully differentiated this beverage from its competitors 
(for example by successful advertising, draf Kofola in pubs).  
 
Secondly according to survey, there is significant increasing awareness about importance 
of healthy consumption. What more, German leaders actively support education about 
the importance of healthy nutrition. For that reason, increasing consumption of healthy 
products may be expected in the future. Whit that in mind, author of this work 
recommends introduce healthy beverages of Kofola, a.s. in Germany.  
Author of this work recommends enter market in Germany by Straight Product Extension 
strategy. In practise it means to enter foreign market without any significant changes 
(except for example change the language and description on the label). This strategy does 
not require extra product development and changes in manufacturing. This strategy can 
save lot of money from longer perspective (Hunt, n.d.).  
 
Author of this paper recommends enter market with indirect exporting. As stated by 
Kotler, firms usually start with indirect exporting, operating via independent international 
marketing intermediaries. Indirect exporting needs less investment and require less risk. 
(Kotler et al., 2004). Subsequently Kofola a.s. may continue as recommended by Kotler, 
if companies manage their own export they can eventually move into direct exporting. 
Possible return is somewhat greater in this strategy, but so are investment and risk (Kotler 
et al., 2004).  
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10 Conclusion  
 
Ever since foreign market has opened its door for the Czech Republic, Czech companies 
has started face challenge to enter international market with all of its advantages and 
disadvantages.  
 
Germany is suitable for expansion because of its favourable business environment, high 
standard of living and large number of potential customers. Currency, language and 
culture differences as well as oversaturated and very competitive market, ever-changing 
needs of customers and lack of experience with German market have to be taken into an 
account when deciding company´s strategy.  
 
Soft drink industry is oversaturated and competitive market. In any case, Kofola, a.s. has 
proved to maintain its competitive position not just in the Czech market. 
 
This work has been structured into ten parts. After introduction, the theoretical framework 
was critically observed by literature review. The theoretical part consists topics such as 
(global marketplace, exporting, importing, marketing, marketing mix, internal and 
external environment, Porter Competitive Strategy, Porter´s five forces). Thirdly, the 
profile of the company was presented such as (present situation of the company, range of 
its products, history of the company, successes of Kofola, a.s., geographical segment 
revenue, product segment revenue). In the fourth part the macroeconomic environment 
of Germany was examined. Economic indicators and analytical tool such as PEST 
Analysis were used in this part. The microeconomic environment analysis was presented 
in the fifth part. As analytical tool was used Porter´s model of five forces in this part. 
Marketing mix (Price, Place, Product, Promotion) were presented in the six part. Key 
success factors were discussed in the seven part. Strengths, Weaknesses, Opportunities 
and Threats were discovered in the eight part. In the next part the evaluation and 
recommendation were evaluated. 
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